properly.
Clearly lobby groups and public education programmes like the MIND Campaign need to involve newspapers and the broadcasting services in their work of changing public attitudes. But because of their enormous influence (It's in the paper, so it must be true', 'They said it on television so it must be right') perhaps reporters, sub-editors and broadcasters owe it to the MIND Campaign to become familiar with the terminology.
It could be their incalculably important personal contribution to the MIND Campaign?and it wouldn't hit them in their pockets.
